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on the check; write a patriotic message on the check; draw a picture on the check; call the customer by 
name; use tip trays with credit card insignia; give the customer candy; provide tipping guidelines; and play 
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demonstrate their effectiveness and the reasons I think they work. 
Keywords 
Cornell, tools, gratuity, tips, servers, suggested selling 
Disciplines 
Food and Beverage Management | Hospitality Administration and Management 
Comments 
Required Publisher Statement 
© Cornell University. This report may not be reproduced or distributed without the express permission of 
the publisher. 
This article is available at The Scholarly Commons: https://scholarship.sha.cornell.edu/chrtools/10 
www.chr.cornell.edu
Vol. 2, No. 1,  March 2011
MegaTips 2
Twenty Tested Techniques to Increase Your Tips
by W. Michael Lynn, Ph.D. 
Cornell Hospitality Tools
Advisory Board
The Robert A. and Jan M. Beck Center at Cornell University
Cornell Tools for Hospitality Industry,  
Vol. 2, No. 1 (March 2011)
© 2011 Cornell University
Cornell Hospitality Report is produced for 
the benefit of the hospitality industry by  
The Center for Hospitality Research at 
Cornell University
Rohit Verma, Executive Director
Jennifer Macera, Associate Director
Glenn Withiam, Director of Publications
Center for Hospitality Research
Cornell University 






Back cover photo by permission of The Cornellian and Jeff Wang.
Niklas Andréen, Group Vice President Global Hospitality & 
Partner Marketing, Travelport GDS
Ra’anan Ben-Zur, Chief Executive Officer, French Quarter 
Holdings, Inc.
Scott Berman, Principal, Industry Leader, Hospitality & Leisure 
Practice, PricewaterhouseCoopers
Raymond Bickson, Managing Director and Chief Executive 
Officer, Taj Group of Hotels, Resorts, and Palaces
Stephen C. Brandman, Co-Owner, Thompson Hotels, Inc.
Raj Chandnani, Vice President, Director of Strategy, WATG
Benjamin J. “Patrick” Denihan, Chief Executive Officer, 
Denihan Hospitality Group
Brian Ferguson, Vice President, Supply Strategy and Analysis, 
Expedia North America
Chuck Floyd, Chief Operating Officer–North America, 
Hyatt
Gregg Gilman, Partner, Co-Chair, Employment Practices, 
Davis & Gilbert LLP
Susan Helstab, EVP Corporate Marketing, 
Four Seasons Hotels and Resorts
Jeffrey A. Horwitz, Chair, Lodging + Gaming, and Co-Head, 
Mergers + Acquisitions, Proskauer
Kevin J. Jacobs, Senior Vice President, Corporate Strategy & 
Treasurer, Hilton Worldwide
Kenneth Kahn, President/Owner, LRP Publications
Kirk Kinsell, President of Europe, Middle East, and Africa, 
InterContinental Hotels Group
Radhika Kulkarni, Ph.D., VP of Advanced Analytics R&D, 
SAS Institute
Gerald Lawless, Executive Chairman, Jumeirah Group
Mark V. Lomanno, President, Smith Travel Research
Betsy MacDonald, Managing Director, HVS Global Hospitality 
Services
David Meltzer, Vice President of Global Business Development, 
Sabre Hospitality Solutions
William F. Minnock III, Senior Vice President, Global 
Operations Deployment and Program Management, 
Marriott International, Inc. 
Mike Montanari, VP, Strategic Accounts, Sales - Sales 
Management, Schneider Electric North America
Shane O’Flaherty, President and CEO, Forbes Travel Guide
Thomas Parham, Senior Vice President and General Manager, 
Philips Hospitality Americas
Chris Proulx, CEO, eCornell & Executive Education
Carolyn D. Richmond, Partner, Hospitality Practice, Fox 
Rothschild LLP
Steve Russell, Chief People Officer, Senior VP, Human 
Resources, McDonald’s USA
Michele Sarkisian, Senior Vice President, Maritz
Janice L. Schnabel, Managing Director and Gaming Practice 
Leader, Marsh’s Hospitality and Gaming Practice
Trip Schneck, President and Co-Founder, TIG Global LLC
Adam Weissenberg, Vice Chairman, and U.S. Tourism, 
Hospitality & Leisure Leader, Deloitte & Touche USA LLP
Thank you to our generous Corporate Members
Friends
American Tescor, LLC • Argyle Executive Forum • Berkshire Healthcare • Center for Advanced Retail Technology 
• Cody Kramer Imports • Cruise Industry News • DK Shifflet & Associates • ehotelier.com • EyeforTravel • 
4Hoteliers.com • Gerencia de Hoteles & Restaurantes • Global Hospitality Resources • Hospitality Financial and 
Technological Professionals • hospitalityInside.com • hospitalitynet.org • Hospitality Technology Magazine • 
Hotel Asia Pacific • Hotel China • HotelExecutive.com • Hotel Interactive • Hotel Resource • International CHRIE 
• International Hotel Conference • International Society of Hospitality Consultants • iPerceptions • JDA Software 
Group, Inc. • J.D. Power and Associates • The Lodging Conference • Lodging Hospitality • Lodging Magazine 
• LRA Worldwide, Inc. • Milestone Internet Marketing • MindFolio • Mindshare Technologies • PhoCusWright 
Inc. • PKF Hospitality Research • Resort and Recreation Magazine • The Resort Trades • RestaurantEdge.com • 
Shibata Publishing Co. • Synovate • The TravelCom Network • Travel + Hospitality Group • UniFocus • USA Today 
• WageWatch, Inc. • The Wall Street Journal • WIWIH.COM • Wyndham Green
Partners
Davis & Gilbert LLP 
Deloitte & Touche USA LLP
Denihan Hospitality Group
eCornell & Executive Education
Expedia, Inc. 
Forbes Travel Guide
Four Seasons Hotels and Resorts 
Fox Rothschild LLP 
French Quarter Holdings, Inc. 
HVS  
Hyatt 








Sabre Hospitality Solutions 
Schneider Electric 
Southern Wine and Spirits of America

















their	 tips.	This	manual	offers	 twenty	 such	 techniques.	All	 twenty	 techniques	 listed	here	
have	been	experimentally	tested	and	found	to	increase	tips.	Not	all	the	techniques	work	for	











Twenty Tested Techniques to Increase Your Tips
Cornell	Hospitality	Tools	•	March	2011	•	www.chr.cornell.edu			 5
abouT ThE auThor
Michael Lynn, Ph.D., the Burton M. Sack Professor of Food and Beverage Management at the Cornell 
University School of Hotel Administration, is a nationally recognized expert on tipping (wml3@cornell.edu). 
He has a total of 45 papers either in press or published on this topic. His work on tipping has been covered 
by ABC’s 20/20, BET’s Nightly News, and NPR’s Morning Edition, as well as by The Economist, Forbes, The 
Wall Street Journal, New York Times, International Herald Tribune, and numerous other newspapers and radio 
programs around the world. A former bartender, busboy, and waiter, he received his Ph.D. in social psychology 
from the Ohio State University in 1987 and has taught in the marketing departments of business and hospitality 
schools since 1988.
Much of the information in this booklet has previously appeared in articles published in the Cornell Hospitality Quarterly and its predecessor, 
the Cornell Hotel and Restaurant Administration Quarterly. Used here with permission. 
Michael Lynn, “Seven Ways to Increase Your Servers’ Tips,” Cornell Hotel and Restaurant Administration Quarterly, Vol. 37, No. 3 (June 1996, 
pp. 24-29. [Translated into Spanish and reprinted in Alta Hoteleria, Septiembre-Octubre 1996, pp. 17-23.]
Michael Lynn, “Tip Levels and Service: An Update, Extension, and Reconciliation,” Cornell Hotel and Restaurant Administration Quarterly, Vol. 
42, No. 6 (December 2003),  pp. 139-148.
Michael Lynn and Michael McCall, “Techniques for Increasing Servers’ Tips: How Generalizable Are They?,” Cornell Hospitality Quarterly, Vol. 
50, No. 2 (May 2009), pp. 198-208.
6	 The	Center	for	Hospitality	Research	•	Cornell	University
CornELL TooLS for ThE hoSpiTaLiTy induSTry
Approximately	 two	million	people	work	as	waiters	or	waitresses	 in	 the	United	States.	That	 is	 nearly	 1	 percent	 of	 the	 nation’s	 adult	 population.	These	 servers	 depend	 on	voluntary	 gifts	 of	money	 (or	 tips)	 from	 their	 customers	 for	most	 of	 their	 income.	However,	few	servers	are	given	instruction	in	ways	to	increase	the	tips	their	customers	
leave.	Most	servers	are	left	to	learn	the	“tricks	of	the	trade”	from	experience	or	from	other	servers.	This	
booklet	 is	written	 for	 those	servers—it	provides	 instruction	 in	 the	psychology	of	 tipping	as	well	as	
specific	techniques	that	can	be	used	to	earn	larger	tips.	
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1. Use makeup (for waitresses)
2. Wear something unusual
3. Introduce yourself by name
4. Squat down next to the table
5. Stand physically close to the customer
6. Touch the customer
7. Smile 
8. Compliment the customers’ food choices
9. Repeat the order back to the customer
10. Build the check with suggestive selling
11. Entertain the customer
12. Forecast good weather
13. Write “Thank You” on the check
14. Write a patriotic message on the check
15. Draw a picture on the check
16. Call the customer by name 
17. Use tip trays with credit card insignia
18. Give the customer candy
19. Provide tipping guidelines
20. Play songs with pro-social lyrics
 








































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Megatip average Tip percentage 
increase in TipControl Treatment Experimental 
Treatment
Wearing Facial Cosmetics       Male customers €1.11 €1.40 26%
      Female customers €1.09 €1.10 —
Wearing a Flower in Hair $1.50 per person $1.75 per person 17%
Introducing Self by Name 15% 23% 53%
Squatting Down Next to Table      Study 1: Waiter 15% 18%  20%
     Study 2: Waitress 12% 15% 25%
     Study 3: White Waitress
          Black Customers 13% 12% —
          White customers 18% 21% 12%
Standing Close to Customer €1.16 €1.41 22%*
Touching the Customer       Study 1 12% 17% 42%
      Study 2 11% 14% 27%
      Study 3 15% 18% 22%
      Study 4 12% 15% 28%
      Study 5 €0.24 €0.28 17%*
Smiling 20¢ 48¢ 140%
Complimenting Customers’ Choices       Study 1 16% 19% 15%
      Study 2 19% 20% 5%
Repeating Order Back to Customer 
(Dutch Guilders)
       Study 1 ƒ1.76 ƒ2.97 69%
       Study 2 ƒ1.36 ƒ2.73 100%
Suggestive Selling  (tip estimated at 15% of bill size) $1.25 per person $1.53 per person 23%
Entertaining Customer       Study 1: Tell  a Joke 16% 23% 40%*
       Study 2: Give a Puzzle 19% 22% 18%
Forecast Good Weather 19% 22% 18%
Writing “Thank You” on Check 16% 18% 13%
Writing patriotic message 15% 19% 22%
Drawing a Picture on Check       Study 1: Drawing smiley face
           Waiter 21% 18% —
           Waitress 28% 33% 18%
     Study 2:  Bartender drawing sun 19% 26% 37%
Calling Customer by Name 14% 15% 10%
Using Tip Trays w/ Credit Card Insignia       Study 1: Restaurant 16% 20% 25%
      Study 2: Cafe 18% 22% 22%
Giving Customer Candy        Study 1 15% 18% 18%
       Study 2 19% 23% 21%
Providing Tipping Guidelines        Study 1: Norm and Calculation Assistance 20% 20% —
       Study 2: Calculation Assistance 16% 19% 15%
       Study 3:  
            Calculation Assistance $6.37 $6.86 8%**
             Norm Reminder $6.37 $7.00 10%**
Playing Songs with Pro-social Lyrics €1.22 €1.38 13%*
Exhibit 1
Summary of experiments on restaurant tipping
 * These reported increases in tip sizes refer to tips by those leaving tips. In other words, tips of nothing were excluded from the average tip size. However, 
the manipulations also increased the percentage of customers who left a tip, so the total effects of the manipulations on tipping are greater than the 
reported percentage increase.











































































































behavior never Sometimes often all the Time
draw pictures on Check 72.9% 15.1% 6.2% 5.8%
Touch Customers 50.0% 36.8% 8.9% 4.4%
forecast Good Weather 49.3% 34.8% 13.2% 2.8%
Wear flair 58.0% 22.6% 8.9% 10.5%
Squat next to Table 47.4% 28.7% 13.5% 10.4%
Call Customer by name 22.0% 42.4% 25.7% 9.8%
Write “Thank you” on Checks 39.8% 20.1% 12.6% 27.4%
Tell Jokes or Stories 8.4% 49.3% 31.5% 10.8%
Complement Customers’ Choices 6.6% 33.3% 44.0% 16.1%
repeat Customers’ orders 5.6% 30.1% 33.5% 30.8%
Smile 7.0% 23.4% 34.9% 34.7%
introduce Self 17.0% 18.0% 12.2% 52.8%
Suggestive Selling 5.7% 21.8% 30.7% 41.8%
Exhibit 2
percentage of restaurant servers reporting the use of tip-enhancing behaviors
 Note: Based on an internet survey of 1,500 servers.
Technique partial-correlation Coefficient* probability that correlation occurs by chance 
Tell Jokes or Stories .22 Less than 1 in 1,000
Squat next to Table .18 Less than 1 in 1,000
Call Customer by name .18 Less than 1 in 1,000
Touch Customer .16 Less than 1 in 1,000
up Sell .15 Less than 1 in 1,000
Smile .15 Less than 1 in 1,000
Complement Customers .14 Less than 1 in 1,000
predict Good Weather .11 Less than 1 in 1,000
Write “Thank you” on Checks .09 Less than 1 in 1,000
draw on Checks .08 Less than 1 in 100
Wear flair .07 Less than 1 in 100
introduce Self .05 Less than 1 in 20
repeat order .05 Less than 1 in 20
 * Correlation after controlling for region, current employment as a server or not, years experience, server sex, server age, and server race.
Exhibit 3


























































To continue the dialogue 
and let me know how these 
MegaTips worked for you, 
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